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Effective Business Communication 

Definition: 

Communication can be defined as the sending and /or receiving of massages (verbal and 

nonverbal 

Massages). 

Type: 

Communication can be divided into three categories according to the 
audience as; 

Intra-communication 

When someone communicate or exchange idea with himself/herself it is called intra¬ 
communication, e.g. talking with one’ self. 

Inter-communication: 

Communicating with an individual or a number of individuals is called 
inter-communication for example, a person talking to a group of 
co workers. 

Mass-communication: 

Exchanging information with a large number of people is called mass- 
communication, for instance. The president addressing the nation. 


Communication is very important aspect in the organizations and its 
importance can be seen by observing 

Internal Communication: 

Communication inside the company is called internal communication. So, 
it’s the flow of information between different department and different 
levels in the organization. Internal communication can be downward and 
upward too. For instance, when a manager gives an order to his 
subordinates to fulfill it is called downward communication while the 
feedback from a worker is upward communication. 

External Communication: 
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The give and take of information with the external environment is called 
external communication. For example, a company’s spokesman talks about 
the strategy of the company for the upcoming year and or a public 
relation’ J department gather’;:; information about the choice of the 
customers about some particular product produced by the company. 
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Defining Effective communication 




The process of effective communication can be define as “sending a 
massage (verbal or nonverbal) and receiving a feedback or response 
(negative or positive response)”. 

Effective communication is a cycle and it cannot be completed without 
response or feedback from the receiver of the massage. If a massage is sent 
and we do not receive a feedback or answer (either positive or negative) it 
cannot be called effective communication. 

Verbal communication: 

Verbal communication is the use of words to convey a massage, so it can 
be both speaking and writing. 

Nonverbal Communication: 

Nonverbal communication is sending a message without the use of words. 
Therefore, to be clearer, nonverbal communication is a message through 
gestures, postures, space and facial expression, sometimes-nonverbal 
communication is more important than the use of words and sentences. 

Communication in an Organization 

Communication is an important function in all organization 

Internal Communications; 

When different individuals or groups in the same organization exchange 
ideas and information it is called internal communication. In organization, 
internal communication has many means like telephone, E-mails, Face to 
face meetings and memorandum. 

External Communication 

When an organization exchanges idea with people in its outside 
environment, it is called external communication. It is much more 
important than the internal communication and good communication with 
environment can contribute greatly to the success of an organization. A 
letter to a customer, a speech in the public about the company policies and 
public relation are some types of external communication. 

Effective Communication in your career 
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Good communication skills can make an ordinary career a brilliant one, it 
provides so many chances for promotion and a better career, and anyone 
working at any position requires communication skills. 


Job Titles 

Finance Associate 

Fiscal Officer 
Product Manager 
Senior salesman 
Contract Administration 

Internal Communication 


> must able to communicate clearly to client and another 
finance Profession 

> superior writing and presentation skills 

> Develop and communicate product objectives and strategies. 

> Excellent communication and follow-up skills, ability to 
write proposals and quotations. 

> General knowledge of proposal preparation: good oral 
/written communication. 


A vital means of attending to company concerns is through effective internal 
communication—downward, upward and horizontal. It helps increase job satisfaction, 
safely, productivity, and profits and decrease absenteeism grievances and turnover. 


1, Downward 

When employees receive appropriate downward communication from management, they 
be letter of motivation and more efficient. They need not only clear job direction, safely 
rules but also facts about organizational strategy, products, viewpoints, on important 
controversial issues. They are concerned about employee benefits- health care, insurance, 
promotion, pension, training, work environment and retirement. In all the many pressures 
from employees force employers to be accountable for their decision through effective 
downward communication. Employers who communicate effectively have employees 
that are more productive. 

2, Upward 

Many executives sincerely seek frank comments from employees, ion addition to the 
usual periodic reports. Successful managers listen closely to opinions, complaints, 
problems, and suggestions of especially when these are clearly and effectively stated. 

3, Horizontal 

Effective horizontal communication betweens peers is also essential in organization in 
order to solve problems, performs jobs duties, prepare for meetings, and cooperate on 
important projects, for example, if you think about the time spent listening to and making 
requests, writing notes, and memos, and discussing and writing about projects, you soon 
realize that communication is the medium through which an organization accomplishes 
its role. 
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(Among various ways of communication within companies are memos, reports, meetings, 
face-to-face discussions, teleconference, video conferences, and electronic mails.) 

External Communication 

Message to persons outside the company can have a far-reaching effect on its reputation 
and ultimate success. The right letter, proposals, reports, telephone call, or personal 
conversation can win back a disgruntled customer create a desire for a firm’s or service, 
help negotiate a profitable sale, encourage collections, motivate performance and in 
general create goodwill. Importance are well-planned public speeches, tactful replies to 
comments and criticism, free informative pamphlets, annual reports, and image -building 
interviews with the news media. All these messages should be transmitted with an 
emphasis on honesty, openness and concern for the public. 

Poor communication 

Poor communication can cost an organization time and money. Poor communication 
mean have no the ability to understand some one and lack knowledge of understanding. 

Benefit of Effective Communication in Your Career. 

Your job, promotion and profession reputation often depend on doing well in written and 
oral communication. Also your ability to communicate effectively is a valuable asset for 
many activities in your personal life. 

Components of Communication 

Communication is a process of transmitting and receiving verbal and nonverbal 
messages. Communication is considered effective when it achieves the desired reaction 
or response from receiver. Simply stated communication is a two way process of 
exchanging ideas of information. 


Communication includes six components: 

Context, 

Sender-Encoder 

Message 

Medium 

Receiver -Decoder 
Feedback 

Context 

Every message whether oral or written, begins with context. Context is a broad field that 
includes country, culture, organization and external and internal stimuli. Every country 
every culture and every company or organization has its own conventions for processing 
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and communicating information. This aspect is the playing field on which you must plan, 
design, and communicate your message successfully. 

Another aspect of context is the external stimulus that prompts you to send a message. 
The source of this prompt may be a letter, memo, note, electronic mail, fax, telex, 
telephone call, a meeting or even a casual conversation. Your response to this prompt 
may be oral or written. 

When you encode , your own view of the world affects the choices you make in 
language. Your attitudes opinions, emotions, past experience, likes and dislikes, 
education, job status and confidence in your communications skills all influence the way 
you communicate your ideas. Especially important is your ability to analyse your 
receiver’ culture, viewpoint, needs, skills, status, mental ability, experience and 
expectations. You must consider all these aspect of context in order to communicate a 
message effectively. 

Sender-Encoder 

When you send a message, you are the “encoder” the writer or speaker depending on 
whether your message is written or oral. You try to choose symbols -usually words( and 
sometimes also graphics or pictures) that express your message so that the receiver(s) 
will understand it and react with the response you desire. 

Message 

The message is the core idea you wish to communicate, it consists of both verbal (written 
or spoken) symbols and nonverbal (Unspoken). 

Your first task is to decide exactly what your message is and what content to include. 

You must consider your context and especially the receiver of your message -how the 
receiver will interpret it and how it may affect your relationship. 

Medium 

Your message channel depends on all he contextual factors discussed above and nature pf 
the message itself. Your choices include electronic mail the printed word or sound, 
briefly should you write or speak? 

Like message content the choice of medium is influenced by relationship between the 
sender and the receiver. If the message goes to international audience you must also 
consider which medium is preferred in receiver. 

Receiver-Decoder 

The message receiver is your reader or listener also unknown as the decoder. Many of 
your message of you messages may have more than one decoder. The receiver as well as 
the sender are influenced by the context and by the external and internal stimuli. Both 
receive message through the eyes and ears but are also influenced by nonverbal factors 
such touch, taste, and smell. All factors of a message are filtered through the 
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receiver(s)view of and experiences in the world. But the problem is that we don’t all 
undergo identical experience with the subject or the symbols that the sender has chosen. 
Even within the United State attitudes, abilities, opinions 
Communication skills and cultural customs vary . 

Feedback 

Ultimately the receiver reacts with either the desired response based on a clear 
understanding of the symbols or an undesired response because of miscommunication. 
Feedback can be oral or written. It can also be an action, such as receiving in the mail an 
item you ordered. 

Sometimes silence is used as feedback though it is almost always ineffective. Sender 
needs feedback in order to determine the success or failure of the communication. 

Concepts and Problems of Communication 


As effective business communication is the lifeblood of every organization, a key to 
success in your career and help in your personal life. The volume and costs of business 
communication are great; so are challenges and opportunities for those with the right 
attitude and perpetration. When you combine the principles of effective business 
communication with common sense, you excel in your dealings with others. 

Effective communication depends to a large extent on insights into human nature and on 
the ability to get desirable responses by meeting expectations. It is a complex process that 
involves context, sender, message, medium, receiver, and feedback. 

To be an effective communicator, realize that human beings mental filters and experience 
differ, each brings different attitudes, abilities, skills and cultural customs to the 
meanings of the words we use. Your message may not always be understood. 


Conventions of Meaning: 

A fundamental principle of communication is that the symbols the sender uses to 
communicate messages must have essentially the same meaning in both the sender 4 s and 
receiver’s minds. You can never assume that the message in your mind will be perfectly 
transmitted to your receiver. The world is littered with errors, sometimes humorous, 
often costly, as a result of differences in semantic understanding. 

Mis-communicated Instructions; 

Miscommunication occurs when the sender and receiver have different meanings for the 
symbol, expression and quotes used. When the message sender and receiver attribute 
different meanings to the same worlds or use different words though intending the same 
meanings Miscommunication occurs. 
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Perceptions of Reality: 

Complex infinite and continuously changing the material world provides a special reality 
to each individual. Also human beings sensory perceptions-touch, sight, hearing, smell, 
taste are limited and each person’s mental filter is unique. We make various abstractions, 
inference and evaluation of the world around us. 

■ Abstracting : focusing on some details and omitting others. 

■ Inferring: Conclusion made by reasoning from evidence 
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Value, Attitude, and Opinions: 

(A receiver’s attitude toward a message can determine whether it is accepted or 
rejected) 

Communication effectiveness is influenced also by the value, attitudes and opinions the 
communicators have in their mental filters. People react favorable when the message they 
receive agrees with their views toward the information. The facts and the sender. 

Communication Problems involving Values, Attitudes And Opinions 

Receivers’ views of the information presented will affect their response, which could be 
what the sender desires or just the opposite. 

■ Favorable or Unfavorable Information; 

The effective communicator considers the receivers and whenever possible, emphasizes 
the points the receivers will regard as favorable or beneficial. Receivers often react to 
unfavorable information by rejecting, distorting or avoiding it. 

■ Incorrect Information; 

Occasionally people react according to their attitude toward a situation rather than to the 
facts. 

■ Closed Minds; 

Some people hold rigid views on certain subjects. These people do not consider facts or 
additional information and maintain their rigid views regardless of the circumstance. 

■ Sender's trustworthiness or credibility; 

Often people react more according to their attitude toward the source of information than 
to the information itself. 


Nonverbal Communication 

The preceding sections about the communication process focused on verbal 
communication—written or spoken syllables, usually worlds. We also communicate 
nonverbally-without words. Sometimes nonverbal messages contradict the verbal; often 
they express feelings more accurately than the spoken or written language. 


Appearance: 

Appearance conveys nonverbal impressions that affect receivers’ attitudes toward the 
verbal message even before they read or hear them. 

■ Effect on Written Messages; 
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The format, neatness and language of a written message send a nonverbal message to the 


reader. 
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■ Effect on Oral Messages; 

Whether you are having inter communication or mass communication personal 
appearance and the appearance of your surroundings convey nonverbal stimuli that affect 
attitudes toward your spoken words. 

• Personal appearance 

Clothing, hairstyles, neatness, jewelry, cosmetics, posture, stature are part of personal 
appearance. They convey impressions regarding occupation, age, nationality, social and 
economic level, job status and good or poor judgment, depending on circumstance. 

• Appearance of surroundings 

Aspects of surroundings include room size, location, furnishings. Machines, architecture, 
decorations where ever people communicate orally. 

Body Language: 

■ Facial Expression; 

The eyes and face are especially helpful means of communicating nonverbally they 
reveal hidden emotions. Including anger, confusion enthusiasm, fear, joy, surprise, 
uncertainty and others. They can also contradict verbal statement. 

■ Gestures, Postures and Movement; 

Posture, gestures and body movement convey a message and add to or subtract from your 
oral message. 

■ Smell and Touch; 

Various odors and fragrances sometimes convey the emotions of the sender and 
sometimes affect the reactions of the receiver. Touching people can communicate 
friendship, love, anger or other feelings. 

■ Voice and Sounds; 

Your voice quality the extra sounds you make while speaking are also a part of nonverbal 
communication call paralanguage. Paralanguage includes voice, volume rate, articulation, 
pitch and other sounds you may make such as throat clearing and sighing. 

A laud voice often communicates urgency while a soft one is sometimes calming. 
Speaking fast may suggest nervousness haste. 
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Silence, Time, Space: 

Silence, time and space can communicate more than you may think even causing hard 
feeling s , loss of business and profits. 

■ Silence; 

■ Time; 

■ Space; 

e.g. In the US, normally they consider space around 18 inches as personal space. , in 
Middle Eastern countries, it is less. 
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The Seven C’s of Effective Communication 


1. Completeness 

A. Provide All Necessary Information 

B. Answer All Questions Asked 

C. Give Something Extra, When Desirable 

2. Conciseness 

A. Eliminate Wordy Expression 

B. Include Only Relevant Material 

C. Avoid Unnecessary Repetition 

3. Consideration 

A. Focus on “You” Instead of “I” or “we” 

B. Show Audience Benefit or Interest in the Receiver 

C. Emphasize Positive, Pleasant Facts 

4. Concreteness 

A. Use Specific Facts and Figures 

B. Put Action in you Verbs 

C. Choose Vivid, Image-Building Words 

5. Clarity 

A. Choose Precise, Concrete, and Familiar Words 

B. Construct Effective Sentences and Paragraph 

6. Courtesy 

A. Be Sincerely Tactful, Thoughtful, and Appreciative 

B. Use Expression That Show Respect 

C. Choose Nondiscriminatory Expression 

7. Correctness 

A. Use Right Level of Language 

B. Check Accuracy of Figures, Facts and Words 

C. Maintain Acceptable Writing Mechanics 
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Seven C’s of Communication 

o compose effective written or oral messages you must apply certain communication 
principles . 

These principles provide guidelines for choice of content and style of presentation 
adapted to the purpose and receiver of your message. Called the “seven c’s” they are 
Completeness, Conciseness , 

Consideration, Concreteness, Clarity, Courtesy, and Correctness. 

All Seven C’s can apply to both oral and written communication 

Although we deal with here with these principles on the sentence level, they are 
applicable to all forms of communication, from mere utterances and sentences to 
complete documents or presentation. 

Completeness 

(Message receivers-either listeners or readers—desire complete information to their questions) 
Your business message is complete when it contains all facts the reader or listener needs 
for the reaction you desire. Remember that communicators -senders-receivers differ in 
their mental filters; they are influenced by their background, viewpoints, needs, 
experience, attitudes, status and emotions. 

Because of these differences, communication senders need to assess their message 
through the eyes of receivers to be sure they have included all relevant information. 
Completeness offers numerous benefits. First complete messages are more likely to bring 
the desire results without the expense of additional messages. Second, they can do a 
better job of building goodwill. Messages that contain information that receiver needs 
show concern for others. Third complete messages can help avert costly lawsuits that 
may result if important information is missing. 

As you strive for completeness, keep the following guidelines in mind. 

• Provide all necessary information . 

• Answer all questions asked. 

• Give something extra, when desirable. 

Provide all necessary information 

When you initiate a message check to make sure you have provided all the information 
the reader needs for thorough, accurate understanding. One-way to help make your 
message complete is to answer the fie W question- who, what, when, where, why -and 
any other essentials suck as how. The five -question method is especially useful when 
you write request, announcement, or other informative message. 
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Answer all questions asked 

Whenever you reply to an inquiry, try to answer all question—stated and implied. A 
colleague or prospective customer’s reaction to an incomplete reply is likely to be 
unfavorable. The customer may think the respondent is careless or is purposely trying to 
conceal a weak spot. 


Give something extra, when desirable 

The words “hen desirable” in the above heading are essential. Sometimes you must do 
more than answer the customers’ specific questions. They may not know what they need 
or their question may be inadequate. 

Conciseness 

Conciseness is saying what you have to say in the fewest possible words without 
sacrificing the other C qualities. A concise message is complete without being wordy. 
Conciseness is a prerequisite to effective business communication. A concise message 
saves time and expense for both sender and receiver. Conciseness contributes to 
emphasis; by eliminating unnecessary words, you let important ideas stand out. 

To achieve conciseness, observe the following suggestions 

• Eliminate wordy expressions. 

• Include only relevant material. 

• Avoid unnecessary repetition. 

Eliminate wordy expressions 

The following are some concrete suggestions you can use to reduce wordiness in your 
communication 

1. Use single-word substitutes instead of phrases whenever possible whit out changing 


meanings. 


Wordy: 

At this time 

Concise: 

Now 

Wordy: 

Due to the fact that 

Concise: 

Because 

Wordy: 

In due course 

Concise: 

Soon 

2. Omit 

trite, unnecessary expressions 


Wordy: Please be advised that you admission statement was received. 
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Concise: 




Your admission statement has been received. 


Wordy: Allow me to say how helpful your response was. 
Concise: Your last response was helpful. 


3. Replace wordy conventional statement with concise versions. 


Wordy: Please find the attachment the list you requested. 

Concise: The list you requested is attached. 

Wordy: such refreshing comments are few and far between. 

Concise: Such refreshing comments are scarce. 

4. Avoid overusing empty phrases. 

Wordy: It was known by Mr. Roeen that we must reduce inventory. 

Concise: Mr. Roeen knew we must reduce inventory. 

Wordy: There are four rules that should be observed. 

Concise: Four rules should be observed. 

5. Limit use of the passive voice. 

Wordy: The total balance due will be found on page 2 of this report. 

Concise: The balance due is on page 2 of this report. 

Wordy: The reports are to be submitted by employers prior to 5:00 at which time Mr. 
Roeen will receive them. 

Concise: Please submit your reports to Mr. Roeen by 5:00. 


Include only Relevant Material. 

1. Stick to the purpose of the message. 

2. Delete irrelevant words and rambling sentences. 

3. Omit information obvious to the receiver; do not repeat. 

4. Avoid long introductions, unnecessary explanations, excessive adjective and 
prepositions, pompous words and gushy politeness. 

5. Get to the important point tactfully and concisely. 

Avoid Unnecessary Repetition 

Sometimes repetition is necessary for emphasis. But when the same thing is said two or 
three times without reason, the message gets boring and wordy . 

Ex. Afghan Wireless Communication Company ( AWCC) 
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Afghan National Army (Ana) 
United state of America (US) 
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Consideration 




Consideration means preparing every message with the message receiver in mind; try to 
put your self in their place. You are considerate, you do not lose your temper, you do not 
accuse, and you do not charge them without facts. You are foremost, aware of their 
desires, problems, circumstance, emotions, and probable reactions to your request. Then 
handle the matter from their point of view. 

Three specific ways to indicate consideration are: 

• Focus on “you” instead of “I” and “we” 

• Show audience benefit or interest in the receiver. 

• Emphasize positive, pleasant facts. 


Focus on “you” instead of “I” or “we” 

To create considerate, audience-oriented message, focus on how message receiver will 
benefit. What they will receive and what they need to know . 

We-Attitude: I am delighted to announce that we will be extending our hours to make 

shopping mre convenient. 

You- Attitude: you will be able to shop evenings with extended hours. 

Showing consideration for the audience involves more than just using “you” instead of 
“I” or “we.” 

Messages that use “we” can be receiver-oriented if “we” includes the recipient of 
message. 

Massages that use “you” can insensitive in negative situations. In fact sometimes 
avoiding “you” can reduce potential defensiveness or allow the recipient to save face . 
The use of “you” in negative situation can be avoided by employing the passive voice, 
making the receiver part of a group or depersonalizing the situation. 

Insensitive: you failed to enclose your check in the envelope. 

Consideration: The check was not enclosed (passive) 

Consideration: the envelope we received did not have a check in it. (Depersonalizing) 

Show Audience Benefit or Interest in the receiver 

Whenever possible and true, show how your receivers will be benefit from what every 
the message asks or announces. Benefit must meet recipients’ needs, address their 
concerns, or offer them rewards. Most important, the receivers must perceive them as 
benefits. This means that you must identify the legitimate benefits of your position, 
policy or products and the put yourself in the place of the receivers to assess their 
perspectives. 


Kardan Institute 


- 19- 




Emphasize Positive, Pleasant Facts 

A third way to show consideration for your receivers is to accent the positive. This means 
stressing what can be done instead of what cannot be done and focusing on words your 
recipient can consider favorably 

Negative -Unpleasant Positive—Pleasant 

It is impossible to open an account for you today As soon as your signature card 

reaches us; we 

will gladly open an account. 


Concreteness 

Communicating concretely means being specific, definite and vivid rather than vague and 
general. 

The following guidelines should help you compose concrete, convincing messages. 

• Use specific facts and figures. 

• Put action in your verbs. 

• Choose vivid, image building words. 


Use specific facts and figures. 

Whenever possible, use an exact precise statement or a figure in place of a general word 
to make your message more concrete. 

Vague, General, Indefinite Concrete, Precise 

Eastern Europe is making progress in In 1990 investment in Eastern 

Obtaining investment. Europe were about US 30m $; today 

that figure has increased by 12%. 


Put actions on your verbs 

Verbs can activate other words and help make your sentences alive, more vigorous. That 
is to have dynamic sentences (1) use active rather than passive verbs and (2) put action in 
your verbs rather than in nouns and infinitives. 

Passive Active 

The tests were administrated by the professors. Professors administrated 

the tests. 

Put Action in Verbs not in Nouns 

Action in Noun Action In Verbs 

This office collects payments 
and compiles statements 
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The function of this office is the collection 
Of payments and the compilation of Statements. 
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Clarity 

Getting the meaning from you head into the head of your reader -accurately—is the 
purpose of clarity. 

Of course you know this is not simple. We all carry around our own unique 
interpretations, ideas, experience associated with words. 


• Choose precise concrete and familiar words. 

• Construct effective sentences and paragraph. 

Choose precise concrete and familiar words. 

Clarity is achieved in part through a balance between precise language and familiar 
language. 

When you use precise or concrete language, you select exactly the right word to convey 
your meaning. 

Precise words need not be pretentious. 



Familiar 

Pretentious 

1 . 

About 

circa 

2. 

After 

subsequently 

3. 

Home 

domicile 

4. 

Pay 

remuneration 

5. 

invoice 

statement for payment 


Construct effective sentences and paragraph 

At the core of clarity is the sentence. This grammatical statement when clearly expressed, 
move thoughts within a paragraph. Important characteristics to consider are length, unity, 
coherence 
And emphasis. 

Courtesy 

True courtesy involves being aware not only of the perspective of others, but also their 
feelings. 

Courtesy stems from a sincere you attitude. It is not merely politeness with mechanical 
insertions of “please” and “tha nk you” although applying socially accepted manners is a 
form of courtesy. 

Rather it is politeness that grows out of respect and concern for others. 

*. Be sincerely tactful, thoughtful and appreciative. 

*. Use expressions that show respect. 

*. Choose nondiscriminatory expression. 

Correctness 
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At the core of correctness is proper grammar, punctuation and spelling. 


*. Use the right level of language. 

*. Check accuracy of figures, facts and words. 

*. Maintain acceptable writing mechanics. 

Use right level of language 

We suggest that there are three levels of language: formal, informal, and substandard. 
Take a quick guess what ki nd of writing is associated with each level? What is the style 
of each? 

Formal writing is often associated with scholarly writing: doctoral dissertations, scholarly 
articles, legal documents. Top-level government agreements and other materials where 
formality in style is demanded. 


Informal writing is more characteristic of business writing. Here you use words that are 
short, well known and conversational, as in this comparison list: 


More formal 

Participate 

Procure 

Endeavor 

Utilize 


Less formal 

join 

get 

try 

use 


Avoid substandard language: Using incorrect words, incorrect grammar, faulty 
punctuation all suggest on inability to use good English. Examples 


Substandard 

Aint 
Staled 
Brung 
Should of 


More Acceptable 

isn’t, aren’t 
stolen 
brought 
should have 


Check accuracy of figures, facts and words 

It is impossible to convey meaning precisely, through words, from the head of the sender 
to a receiver., our goal is to be as precise as possible which means checking and double¬ 
checking to ensure that the figures, facts and words you use are correct. 

Fact and figures 

• Verify your statistical data. 

• Double-check your totals. 

• Avoid guessing at laws that have an impact on you, the sender and 
your message receiver. 

• Have someone else read your message if the topic involves dada. 

• Determine whether a “fact” has changed over time. 
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Maintain Acceptable Writing Mechanics 

A relating to mechanics, word processing and appearance of business messages is 
relevant here. With the various packages available for computers both grammar-check 
and spell-check have made your editing tasks easier. Yet we recommended careful 
attention to the mechanical part of every well-writing document. 

Business Communication and Global Context 


1. Background to Intercultural Communication 

A. A Concept of Culture 

B. An Intercultural Communication Model 

2. National Cultural Variable 

A. Education 

B. Law and Regulation 

C. Economic 

D. Political 

E. Religion 

F. Social Norms 

G. Language 

3. Individual Cultural Variables 

A. Time 

B. Space 

C. Food 

D. Acceptable Dress 

E. Manners 

F. Decision Making 

G. Verbal and Nonverbal Communication 
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hroughout the business world the term globalization is well-known. Globalization means 
that for a company to survive, it must establish markets not only in its own country but 
also in many foreign countries. Thus, employees -and you as a potential international 
communicator-must understand other’s culture and variables. Additionally you must be 
aware of your own country’s ethnic diversity in order to communicate effectively with 
global companies. 

It is difficult to assert that all persons will consistently use through definite behaviors out 
a country. Times change. Culture change. Ethnic diversities change. Yet, consider the 
following maxims on intercultural communication: 

■ Recognize that one's own country is a mixture of varies ethnic groups; 
understanding the diversities of one's own country is fundamental before looking 
abroad. 

■ Avoid drawing conclusions for an entire cultural group based on only a few 
examples. 

■ Understand that communication breakdowns are more the result of 
misunderstandings in culture then grammatical of stylistics issues. 

■ Avoid judging others on basis of your own culture; each country has its long- 
established traditions. 

Basic to any country are certain national variables - those mega principles that indirectly 
affect its populations. Thus we learn something about a country's culture by knowing 
education levels of the population level, the legal and regulatory restraints affecting 
business, the economic philosophies or national and foreign trade practices, the political 
attitudes, the religion as practiced by the state or individual, the social norms of the states, 
and the language. Each of the above affects international communications. 

Within each country or individual people - all with their own personal behavior 
involving how they handle time, what a comfortable distance for interpersonal 
communication is, what food are wholly acceptable, what is considered appropriate dress, 
what the unwritten personal manners within a home or office are, what procedures and 
speed are followed in arriving at personal and business decisions. Finally, cultures have 
both verbal and nonverbal communication characteristics; what is acceptable in one 
culture may be entirely unacceptable in another. 


This lecture will introduce you to three fundamental topics as a basis for communication 
effectively with people form other countries. 

• Background to intercultural communication 

• National cultural variables 

• Individual cultural variables 
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Background to intercultural communication 

By background, we mean those aspects that can either impede or aid effective 
communicant: Language, culture, status, education and age. Thus each person each 
country has its own written and unwritten rules of behavior, including instruction in 
communication. Surely, it is more comfortable to work with persons of your own culture, 
your own language, your own communication norms. But international communication 
demands work with many foreign countries and people. Let us begin by looking at 
culture. 

A. A Concept of Culture 

Culture is the behavioral characteristics of a group. Culture generalizations applicable to 
an entire nation are not possible. Knowing core characteristics of a country are basic to 
better international communication. 

Another term you should know is ethnocentrism that is judging other groups or countries 
by the cultural standard of your group . 

Try to guess in which country the following communication and cultural habits exist. 

• What do you think of a culture in which people sign their last names first? 

• What is your reaction when two signatures appear at the bottom of a business 
letter? 

• Why don’t people put the month first then the day rather day first then the month? 

• What is your feeling toward a meeting in which there is little discussion and little 
comment until the senior and usually older person speaks and recommends an 
answer? 

B. An Intercultural Communication Model 

Studies have long determined that all of us are more comfortable with persons we know 
and who hold similar beliefs. We assert that all of us are more comfortable with familiar 
people and surroundings. 

That makes sense. 

National Cultural Variables 

An entire country may have a series of cultural norms; individual ethnic groups within 
that country may accept mot of those norms as well as adding their own. The message 
sender and the receiver are both affected by external and internal stimuli. When 
communicating with business people in a foreign country, you must realize that overall 
national and individual cultural differences within the cultures further affect those 
stimuli. 

1. Education. 

Management education including training in business communication is more 
prevalent in the United States than in other countries. Some countries have no 
academic courses in communication training . 

2. Law and Regulations 
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Making mistakes in communication is easy in a foreign country. You or your legal 
department must be aware of strictness to the law or simply meeting the letter of the 
law. 

3. Economics 

Availability of capital and transportation and the standard of living per capita vary 
from nation to nation. The opportunity to borrow money the rate of inflation and the 
exchange rates influence business and a country’s ability to communicate that 
business. 

4. politics 

Even concepts of democracy will vary as interpreted in Korea, the Philippines or 
Great Britain. 

Indeed the sweeping political changes in Eastern Europe and the altered concepts of 
government 

will affect future business relations. 

5. Religion 

Be especially careful of religious belief within foreign countries. Although some 
basic beliefs overlap, there are major differences that if not understood can result 
even in personal harm. 

6. Social Norms 

In various ways any national environment constraints-education law and 
regulations economics, Politics, religion- affect a nation’s social Norms. 

7. Language 

All agree: knowing the language of your host country is the most significant 
contributor to improved communication on a personal and a business level. 

Individual Cultural Variables. 

All people value their individual freedom. Often this freedom is expressed in one’s 
own ethnic diversity. Think of the preceding discussion as noting the macro national 
characteristics affecting communication both national and international. 

■ Time 

Persons in Latin America and the Middle East treat time more casually than do 
Americans who usually prefer promptness. Germans are time-precise; rarely do you wait 
for an appointment in Germany. In Latin America and in Buddhist cultures—you may 
wait an hour; your host is not showing disrespect thereby, just reflecting a different 
concept of time; arriving lat is a socially accepted custom. 

■ Space 

How close may strangers stand to you ? What does it feel like when you are in a crowded 
elevator? Most Americans feel uncomfortable if a stranger cones closer than inches. 


Kardan Institute 


- 27 - 


M, If 

1. How do you react in Saudi Arabia when someone’s breath intentionally 
brushes you in conversation. 

2. How do you react to the cold stare of a German as your eyes invade the 
privacy of his or her yard? 

■ Food 

It may be a good idea prior to visiting your host country to visit various ethnic restaurant 
in your home country. Then you will have an initial idea as to the kinds of foods 
available: how they are served, fixed or eaten . 

■ Acceptable Dress 

It is better to ask about the mode of dress for an occasion in your host country than to risk 
making an embarrassing mistake. 

■ Decision Making 

Americans are accused of being brusk; we wish to get to the point-fast. Getting down to 
business is a trait of our western culture. The Germans, Singaporean, Swiss, Dutch, and 
Scandinavians are similar. Quickly getting to the issue. In contrast the Chinese, Italians. 
French and British prefer more leisuring social amenities. 

Verbal and Nonverbal Communication. 

Verbal 

We judge people to a great extent by their voice. Some native languages demand many 
tonal variations, giving the impression to nonnative of loudness, even arrogance. 

Nonverbal 

A myriad of nonverbal symbols exist for every culture, even in subcultures. Knowing the 
major desirable and undesirable cues helps knowing both intended and unintended 
communication errors. 
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Business Communication and Technology Context 


1. Managing Information Within Organization 

A. History of Technological Development 

B. Challenges to the Organization Made by New Technologies 


2. E-mail 

A. Defining E-mail 

B. Using E-mail 

C. Understanding How E-mail Works 

D. Understanding the Internet 

E. Establish Security 

3. Other Communication Technologies 

A. Voice Mail 

B. Groupware 

C. CD-ROM Database 

D. Teleconferences 

E. Faxes 

4. Managing Information Outside Organization 

A. Managing the News Media 

B. Managing Corporate News 

C. Managing Information Through Company Spokespersons 

D. Managing Crisis Communication 
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Business Communication and the Technological 

Context 

Managing information inside and outside organizations has become one of the 
major concerns of business. Technological developments are, to a large extent, 
responsible for the transformation of today’s world into a global village with all its 
accompanying problems. Effective communication has never been more 
important on a national, organizational, and personal level. 

Challenges that business face in handling new technologies, in managing their 
information for greatest productivity inside the organization, and in 
communication with the media outside. E-mail will continue to grow in use and in 
utility as new ways of exchanging information become accessible. The internet 
will continue to grow, and although the information superhighway is so far only an 
idea, it will soon be a reality. Each person who joins a company in the next few 
years will find himself in a world of groupware communication, teleconferencing, 
and information gathering and sharing via computer. The person who is 
comfortable with these new technologies will have an advantage. 

Organizations will always have to deal with the public, and when the news is bad 
it will always be underlined by the news media, but this channel of information 
goes both ways: you can deliver your message while responding to public 
concerns. Careful preparation is imperative when your company is facing a crisis. 
Choosing your company spokesperson and preparing that person to 
communicate your messages can help your company deal with crisis. Your 
organization may want to implement a crisis contingency plan in order to be 
prepared should a negative event occur. 

All companies must take into consideration the current access of information and 
realize that nothing will go unnoticed. Because of the growth in information and in 
the media interest in organizations, companies must be concerned not only with 
how things are but also how they will appear. Effective communication is your 
key to dealing with these issues. 


Managing Information Within Organizations 

Because of rapidly changing technological development, you as business managers, now 
have to know something about information technology in order to manage it as 
effectively as you manage people and products. In the beginning of the information 
explosion, this was not true; technological specialist and consultants handled all the 
necessary details and problems. But with the changes brought about by personal 
computers and individuals access to information anywhere in the world, information 
technology is now everyone’s business. 

A. History of Technological Developments 
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(Nineteenth century development such as the telegraph and telephones marked the 
beginning of the rapid growth in information technology.) 

all method of communication beginning with the development of language itself can be 
considered technological developments. However the inventions toward the end of the 
nineteenth century and the beginning of the twentieth such as the telephone and the 
telegraph. Marked the beginning of the rapid growth leading to today’s ever-changing 
information technology. Telex machines the direct ancestor of 

E-mail are not used much anymore. Faxes are widely used and their use increase daily. 
Faxes are also precursors of today’s E-mail and networking system. 

B. Challenging to the Organization Made by New Technologies 

As future business leaders, you will need to understand and manage the transition facing 
you in business operations. According to some researchers, the problems is not much 
technical since the technology itself has become increasingly easier to use, but rather 
organizational because new structure must be setup to manage information in a world 
forever changed by it. Those of you who can enter the global marketplace with a 
knowledge of information technology and an ability to manage change will be the 
successful business leaders of the twenty-first century. 

1. E-Mail 

(E-mail refers to messages sent over computer and includes everything from 
casual notes to friends to multimedia presentations sent across the world.) 

Electronic mail(e-mail) lets you send a message to a person without your making direct 
contact or knowing where that person is located. Subscribers to electronic mail services 
are called users, and as a user you can access messages on your system from your home, 
office, hotel, or anywhere you happen to be. 

A. Using E-mail 

(With E-mail, you can reach individuals, groups, or other computer any where in 
the world to share information. Files or data, spreadsheets, videos, music, and 
anything else that can be stored on a computer.) 

E-mail combines some of the characteristics of writing and speaking. As a user 
you have the immediacy of communicating directly to your receiver along with the 
advantage of being able to compose and revise a written message. E-mail can 
save you time in printing, copying and distributing your message. You can use E- 
mail to send and receive faxes and telexes. You can reach groups as well as 
individual and share files of data, spreadsheet. 

Understanding How E-Mail Works 

To send an E-mail message, you can do the following: 

Log on 

Choose the receiver of your message 
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Compose the message 

Instruct the program to send the message 

To read your E-mail messages, you do the following: 

Log on 

Look at a list of your new mail. 

Choose the message you want to read. 

Handle the current message by deleting, sorting, printing, forwarding, and 
replaying. 

• Understanding the Internet 

Internet is a large group of computer networks connecting individuals and 
groups to services and information throughout the world. 

E-Mail Etiquette 

Be clear, concise, and polite when send an E-mail message; the same 
general guidelines for good business writing should apply. 

Establishing Security 

Security is one major problem of E-mail due to conflict between access 
and control. 

Other Communication Technologies: 

• Telephone 

• Pager 

• Mobile Phone 

• Voice Mail 

Voice mail records messages on a computer disk for later retrieval by the 
receiver. When an incoming call is not answered, the system responds by telling 
the caller how to leave a message or how to reach someone else. 

• Groupware 

Groupware allows several people to use software at the same time to create 
documents, keep track of projects, route message and manage deadlines. 
Groupware enables a supervisors to manage work flow via individual computers 
instead of physically moving people from place to place or having face to face 
meetings. 

• CD ROM Database 

Compact Disk-Read only Memory has been available for several years and is 
becoming more popular. It is powerful tool for saving masses of information in a 
form that is easy to digest. 

• Teleconferences 

Telecommunications is the electronic exchange of information. This term used to 
refer to telephones, telexes, and faxes, but now it comprises a rapidly 
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development technology that will soon allow high-quality video images and 
personal conferencing systems that operate on individuals PCS. 
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• Faxes 

A facsimile machine scans a printed page, convert it to a signal and transmits the 
signal over a telephone line to a receiving fax machine. 

Managing Information Outside Organization 

it focuses on how to manage information outside the organization, how to deal 
with the news media, how to create tools for managing corporate news ,what to 
do if you are a company spokesperson, and how to control a public company 
crises. Managing corporate news involves not only knowing how to deal with 
crises but more often involves handling the day-to-day information that is 
disseminated to the public through interviews, press release, conferences and 
other channels of communication. 

Managing News Media 

News organizations are responsible for most of our knowledge of what goes on 
in the world. 

What we refer to as “the media” are simply channels of information everything 
from newspaper, radio, television, magazines, journals and newsletters .almost 
everything we know about what goes on in the world comes from the news 
media. To professional media people news is generally categorized into two 
types: hard news versus soft news. Hard news is out of the ordinary, is timely, 
and is most often something the public needs to know. 

Plane crashes and fires are hard news. 

Soft news often includes “feel good” stories about the kindness of a stranger, the 
opening of a new are gallery or a company’s new program to help children. 

Managing Corporate News 

Several useful tools for communicating to the media are available to you as a 
company media manager. The most commonly used tools are press release, 
interviews, conferences, letters to the editor and talk shows. 

• Press Releases 

Press release is an informational memo from organization to news media to get 
the message to the people. 

• Interviews 


• Conferences 

Press conferences offer good opportunities for you and your company to 
communicate 

your message. Unfortunately, most often in business press conferences are the 
result of 
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some kind of crises. Preparation is key to run a good press conference and you 
should 

begin as much in advance as possible. Formats for press conferences are 
generally 

(1) a few minutes for an opening statement, (2) distribution of the 
spokespersons’ opening 

statement and (3) questions from persons present. You can end your 
conference yourself by announcing that you will take one more question, or you 
may have someone else in your organization end if for you. Remember that 
everything you say during the conference and afterward in chats with reporters is 
considered “on the record” so be very careful. 


• Letter to Editor 

Letters to editor must always be short, clearly written and signed. 

• Talk Shows 

Call -in talk shows, whether on TV or radio, can offer your organization a positive 
channel for communicating your message to public . 


Managing Information through Company Spokespersons 

A company spokesperson must be knowledgeable, comfortable, with oral 
communication and well prepared to discuss all aspects of the issue under 
consideration. 

Whoever is chosen to be the contact between the organization and the media 
should be. 


• Knowledgeable about the company’s overall objective and strategies. 

• Well prepared to speak on the issue under consideration. 

• Comfortable speaking in public and to groups and fielding questions 
deftly. 

• Assured of the full confidence of the company’s management. 
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The Process of Preparing Effective Business Message 

1. Five Planning Steps: 

A. Identify your purpose 
6. Analyze your audience 

C. Choose your ideas 

D. Collect data to support your ideas 

E. Organize your message 

2. Basic Organizational Plans 

A. Direct (Deductive) Approach 

B. Indirect (Inductive) Approach 

3. Beginning and Endings 

A. Drafting Your Message 

B. Revising Your Message 

C. Editing and Proofreading Your Message 
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Whether you are preparing a written or an oral business message to be 
effective you need to 

Plan, organize, draft, revise, edit and proofread. Essential also is thoughtful 
adherence to communication principles. Even with the most advance office 
technology the need for careful preparation of either written or oral messages 
demands effort. 

Five Planning Steps: 

A. Identify your purpose 

B. Analyze your audience 

C. Choose your ideas 

D. Collect data to support your ideas 

E. Organize your message 
Identify your purpose 

The object of your message is almost always dual; the reason for the message 
itself and the creation of goodwill. Your first step when planning your 
communication is to determine your specific purpose. Is your message mainly 
informational, such as announcing your firm’s new location ? it is mainly 
persuasive, such as asking customers to buy your product? Are you trying to 
negotiate a contract with a parts supplier in south America. 

Analyze your audience 

See your message from your receivers’ point of view; their needs, interests, 
attitudes, even their culture. After reading about the communication process and 
principles is both national and international contexts you realize how important it 
is to adapt your messages to your receivers’ views, mental filter, needs and 
culture. 

Choose Your Ideas 

The ideas you include depend on the type of message you are sending, the 
situation, and the cultural context. With your purpose and receiver in mind, the 
next step is to choose the ideas for your message. If you are answering a letter, 
underline the main points to discuss and jot your ideas in the margin. If you are 
writing an unsolicited or a complex message, begin by listing ideas as they come 
to you-brainstorming- and the choosing the best ideas for your receiver. 

Collect Your Data 
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Be sure to collect enough data to support your ideas; check names, dates, 
addresses and statistics for accuracy. After you have decided what ideas to 
include, you must determine whether you need specific facts, figures, quotations 
or other forms of evidence to support your points. Be sure you know your 
company polices, procedures and product details if your message requires them. 

Organize your Message 

Organizing your material before writing your first draft can prevent confused and unclear 
message. 

Before you write your first draft, outline your message ( mentally or on paper) . 
the order in which you present your ideas is as important as the ideas 
themselves. Disorganized, rambling messages often seem careless, confusing 
and unimportant. 


Basic Organizational Plans 

Your choice of organizational plan depends on a number of factors: how you expect your 
reader or listener to react to your message, how much this person knows about the topic 
or situation. 

We have two type of organizational plan. 

Direct (Deductive) Approach 

Use the directive approach when the audience is pleasant to your message. 
When you think your reader or listener will have a favourable or neutral reaction 
to your message, you can use the direct approach. You begin with the main idea 
or best news. After the opening, you include all necessary explanatory details in 
one or several paragraphs and end with an appropriate, friendly closing. 

Indirective (Inductive) Approach 

When you resistance to your message, choose the indirective approach, such as 
in bad news message or a persuasive request. 

If you think your readers or listeners might react negatively to your message, 
generally you should not present the main idea in the first paragraph. Instead 
consider beginning with a buffer-a relevant pleasant, neutral or receiver-benefit 
statement; then give an explanation before you introduce your idea. 

Beginnings and Endings 

Two of the mist important position in any business message are the opening and 
closing paragraph. You have probably heard the old saying “ first impressions are 
lasting” and “ we remember best what we read last.” Whenever possible, place 
the main favorable ideas at the beginning and ending of a message. 
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Opening Paragraph 

The opening of a message determines whether the reader continues 
reading puts the aside, or rejects it. 

Some key points; 

• Choose openings appropriate for message purpose and reader 

• In bad news messages use buffer first 

• Use attention getting statement first 

• Check for completeness 

• Check for clarity 

Closing Paragraph 

Closing should be strong, clear and polite; they should leave a sense of closure 
and goodwill with the receiver. 

Some key points 

• Your closing is more likely to motivate the reader to act as requested if it 
appropriately strong, clear and polite. 

• Closing should have a sense of closure and goodwill with the receiver 

• End on a positive and courteous thought 

• Be friendly 


Revising Your Message 

Revising means adding necessary and deleting unnecessary information, making 
sure your points are adequately supported, checking your organizational 
approach and reviewing your language in terms of the Seven C’s. 

After you finish the first draft of a message, you must evaluate its content, 
organization and style. The following suggestion for revising. 

• Does your message accomplish its purpose? 

• Have you chosen the most effective organizational plan? 

• Are your points supported by adequate material? 

Editing and Proofreading Your Message 

Editing and proofreading are important to ensure that your document has not 
mistakes in grammar, spelling, punctuation, or word choice. 
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The Appearance and Design of Business 

Messages 

1. Business Letters 

A. Stationary and Envelopes 

B. Standard Parts of the Letter 

C. Optional parts of the letter 

D. Letter Layout 

3. Memorandum 

A. Stationary 

B. Parts Of the Memorandum 

C. Layout of the Memorandum 

D. Envelopes 

4. Special Timesaving Message Media 

A. Electronic Mail 

B. Facsimiles (Faxes) 

C. Telegrams, Mailgrams, Telexes 

D. Teleconferencing 
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Business Letter 

The medium used most for written messages to persons outside your 
organization is the business letter. Your letter’s appearance conveys nonverbal 
impression that affect a reader’s attitude even before that person reads the letter. 
The many type styles and formats of modern word processing system and 
printers can enhance the appearance of your message and create a positive 
impression. 

Stationary and Envelope 

Keep the following guidelines in mind if you have an opportunity to suggest or 
change your organization’s stationary. 

Quality, size and color 

good company stationary is most often at least 25% cotton content, whit cream 
or light gray in color, 8 V 2 by 11 with some legal firms using 8 V 2 by 14 inches. 

Letterhead 

Letterhead information should include the name, address, ZIP, and telephone 
number. Sometime fax number, nature of business and name of department are 
also included. 

Envelope 

Return addresses of the sender listed in the following order. 

1 . name and title of receiver 

2 . name of department 

3. name of organization 

4. name of building 

5. Street address and suite number or post office box number. 

6 . City, state, and ZIP code country (if letter is being sent out not the 
country). 

Standard parts of the letter 

Most business letters have the following parts 1. Heading: letter head and date, 

2 . inside address , 3. Salutation, 4. body, 5. complimentary close, 6 . Signature 
area, and 7. reference section. 

Heading-letterhead and date 

Headings either letterhead or your own address should be at the top of the letter 
before the date and before the name and address of the receiver of your 
message. 

Inside address 

The inside address should begin with the addressee’s name preceded by a 
courtesy and/or professional title. 
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Salutation 

Salutations are typed on the second line below the inside address and two lines 
above the body of the letter. 

Body 

Most letters are typed single-spaced, with two spaces between paragraphs, 
before and after the salutation and before the complementary close. 

Complementary close 

Sincerely, sincerely yours, very truly yours, your very truly cordially. 

Signature area 

You can include your typewritten name and your business title. 

Reference section 

The reference section may include information about the message composer, the typist 
and sometimes word processing data. 

Optional parts of the letter 

When appropriate any of these optional parts can be included: 1 Attention line. 2 subject 
line. 3 enclosure(s). 4 copy notation. 5 file or account number and mailing notation. 6 
postscript. 

Attention line 

An attention line is useful when you want your message to go to certain 
departments or when someone other than the addressee will take care of your 
message. 

Subject line 

The subject will help your tell readers at a glance what is your letter is about. 

Enclosure notation 

An enclosure notation or attachment notation is included to remind your reader to 
check for additional pages of information. 

Copy notation 

When persons other than the addressee will receive a copy of your message you 
note by writing “c,” “pc,” “copy,” “cc” the name of these persons just below the 
reference initials or the enclosure notation. 

File or account number and mailing notation 

Special account number or file number of the addressee in an organization, 
mailing notation words such as special delivery, certified or registered mail. 

Postscript 
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TIlOo emphasize a point already in your message or include a brief personal 
message unrelated to the letter a postscript typed or handwritten with “p.s,” “ps, 
or ps:”. 

Letter Layout 

Although layout or format of the letter is primarily the typist’s responsibility, it is 
covered briefly here to give you a basis for choosing the styles your prefer. 

Most American business letters use mixed punctuation, with a colon following the 
salutation and comma after the complimentary closing. 

1. punctuation style (comma, full stop etc ) 

2. letter style (the format of the letter) 

3. tips for the letter placements (spacing, size of the paper, indents or tab,) 


-43 - 


Kardan Institute 


